SUMMARY NOTES 



Your Instructor: 

Russ Henneberry 


Content That Generates Leads 

This is the Subscribe stage of the CVJ. 

Types of Content: 

• Lead Magnet 

• Events 

Goals at the Subscribe Stage 

There's 1 primary goal at the subscribe stage—drive qualified leads and 
subscribers 

• A qualified lead/subscriber is a person that fits the description of our 
Customer Avatar 

Note: "leads" and "subscribers" are interchangeable terms 

Lead Magnet 

A Lead Magnet is an irresistible bribe that gives a specific chunk of value 
to a prospect in exchange for their contact information. 

8 Types of Lead Magnets: 

"The Report" 

• For example, DigitalMarketer's " Free Report on How To Hire a Content 
Marketer" 
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"The White Paper" 

• EPIy's, " 5 Tough Questions to Help Pick the Perfect Online Registration 
System " 

"The Cheat Sheet" 

• ChartMogul's " The Ultimate SaaS Metrics Cheat Sheet " 

"The Mind Map" 

• "Free: My Complete Blueprint for Importing From China" 

"The Webinar" 

• Modern Publisher's " The Modern Publishers Business Growth 
Workshop " 

"The Template" 

• HubSpot's " 15 Free Infographic Templates in Powerpoint " 

"The Swipe File" 

• Digital Marketer's " The Ultimate Social Media Swipe File " 

"The Tool" 

• KingLasik's " Lasik Self Test " 

The Squeeze Page 

A website page specifically for generating leads. 

There are 2 options on the Squeeze Page: 

• Visitors can either opt-in to your Lead Magnet, or... 

• Visitors can leave the page 
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Note: In the footer, you should have a link to your privacy policy 
How do you create this page? Software! 

They'll have tested templates for desktop and mobile 
• For example, Instapage 


5 Ways to Funnel Traffic to Your Squeeze Page 

• The Top Navigation 

• The Sidebar Ad/Opt-ln 

• The In-Post Ad/Opt-ln 

• The Pop-Up Opt-ln 

• The "Hello Bar" Opt-ln 
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The 10-Point Lead Magnet Audit 


10-POINT LEAD MAGNET AUDIT 


Grading Element 

Exceptional (4 points) 

Competent (3 points) 

Needs Improvement (2 points) 

Unsatisfactory (1 point) 

Score 

Headline 

using as many words * necessary 

• The promise made In the headline Is 
delivered upon m me body of the post 

• Headline Is compelling without being 
misleading or hypey 

• Headline needs to be ’tightened' or 
requires a be more description to 
completely commimicate the promise 

• Headline Isn't as compeeng as it could 
be or is somewhat hypey or misleading 

• Headline is "wordy’ or tar too short to 
completely communicate tbe promise 

• Headline Is not compelling or a hypey or 

• Elements of the promise made m the 
headline are not delivered upon In the 
body of the peat 

• Headline is weak or completefy 
irmleadng and/or hypey. 
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Desirability 

• The lead magnet Is somclhmg the target 
audience needs/wants 

• The lead magnet otter is articulated in a 
competing way. 

N/A 

N/A 

• The lead magnet offer is not desired by 

• The lead magnet after Is not articulated 

In a compedmg way. 
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Specificity 

• The lead magnet otters an ultra-specific 
solution to an ultra-specific martlet 

N/A 

N/A 

• The lead magnet Is broad or vague ei its 
soAihon and/or promises miAtiple 
seditions to multiple problems tor multiple 
markets. 
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Congruency 

• The problem the lead magnet solves is 
perfectly congruent with the problem the 

N/A 

N/A 

• The problem the lead magnet solves is 
completely Relevant to the problem the 
core otter solves 
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Speed 

• The lead magnet delivers value 
Instantaneously. 

N/A 

N/A 

• The lead magnet is slow to delrver value 
(needs to be snail mated, Is delivered over 
midtiple days or weeks, etc) 
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Consumption 

• Information a formatted in a way that 
makes It easy to consume. 

• Transitions between ideas an smooth. 

• information contains one "speed bump' 
that could be removed with formatting. 

• One transition between Ideas creates a 
’speed bump' for the reader. 

• Information contorts 2-3 ’speed bumps' 
that could be removed with formatting. 

• 2-3 transitions between Ideas create 
'speed bumps' for the reader. 

• Information contains 4 or more 'speed 
Drenps’ that could be removed with 

■ 4 or more transitions between ideas and 
heaAnes create "speed bumps" for the 
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Goal 

• A clear cal to action Is made that Is 
relevant to the subject matter of the lead 
magnet. 

• Copy and/or design of the call to action 

• A more relevant cad to action a avadable 
tor this lead magnet 

• Copy and/or design of the call to action 
could be more compelling to the reader. 

• Cad to action a completely irrelevant to 
the subject matter or the lead magnet. 

• Copy and/or design of the cad to action 

Is not compelling. 

• The lead magnet does not contain a call 
to action. 
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action. 

• Call to action a located in one or more 
prominent positions wither the lead magnet. 

• Call to action could be located In a more 
prominent location in the lead magnet 

* Cad to action is dtfhcult to find in the 
lead magnet 



Media 

• All images, video, and audio an clean and 
clear and of high production quality 

• All the lead magnet's needs tor mages, 
video, and audio are met. 

• One instance of an image, video, or 
audio Is unclear, unnecessary or of low 
production quality. 

• One section of the lead magnet requires 
the use of an Image, video, or audio to 
complete the post. 

• There are 2-3 mstances of Images, video, 
and/or audio that are unclear, unnecessary, 
or of low production quaity. 

• To complete the lead magnet. 2-J 
sections requre the use of an image, 

• The lead magnet contains no mama. 
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Completeness 

• The lead magnet completely delivers an 
the promise made m the headline or title. 

• Every sacbon of the lead magnet is 
appropriately strengthened with media 
(images, video etc), eiamptes. data, 
and/or links to mom information. 

• One section of the lead magnet rcquries 
media (Images, video, etc), eiamnles 
data, and/or links to more Information to 
be complete. 

• 2-3 sections of the lead magnet requne 
media (Images, video, etc), erampies. 
data, and/or links to more information to 
be complete. 

• 4 or more sections m the lead magnet 
require media (Images, video, etcX 
eiamples. data, and/or links to more 
information to be complete. 
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Consistency 

• Tha content of the lead magnet a 
consistent with the brand 

• The content ol the lead magnet is 
consistent with other information 
presented by the organization. 

N/A 

N/A 

• One or more elements of the lead 
magnet are inconsistent with the brand, 

• One or more elements of the lead 
magnet are inconsistent with other 
information presented by the organization. 
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Events 

Events are the most powerful for companies selling: 

• Information 

• Software 

• Service 

During the event, you want to indoctrinate the audience by telling them 
who you are. 
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In Person Events & Online Events at the Subscription Stage 

Free events with 1 goal—generate leads 

• Used to make high-ticket or complex sales 

• For example, Dean Graziosi's holds a free event called " Millionaire 
Success Habits Event " and then sells a high-ticket product at the 
event 

Online events can be automated to reach scale and used as evergreen 
events. They can be: 

• "Regular" Length webinars, workshops, etc. 

• For example, SelfPublisher has a free workshop called, " How to 
Write & Launch Your Book for $10.000 in 90 Days " 

• Mini-Classes 

• For Example, DigitalMarketer's " 3-Steps to A Perfect Offer " Mini- 


Class 
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